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How much has the Brazilian organic space advanced
and how far can it go?

The Brazilian organic market continue to grow, as shown by the numbers in the fourth national survey by
Organis, conducted by Brain Inteligéncia Estratégica and made possible thanks to the sponsorship of
BioBrazil Fair, Mercado Diferente and QIMA IBD.

But we are certain that this new set of exclusive information on consumer behavior towards organic products will be
the foundation for even more significant advances, based on the updated, complete and reliable diagnoses made
available to a wide range of market players.

On behalf of our members, and the organic market in general, we thank everyone who made it possible to carry out a
project of this size, which involves professionals of the highest caliber, each of them adding their unique expertise,
technigue and insight.

This Overview of Organic Consumption in Brazil is yours, it's ours, it's everyone's, and it offers us a significant data base
to further expand our Organic Space and all that it means in terms of life, transformation, and prosperity.

Enjoy.

Cobi Cruz g
Director of Organis organis BRA!N "o BIOBRAZILFAIR DI¥ERENTE QIMA

Organic Trade and Promotion Association
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oraanis

Organic
Trade and Promotion
Association

Organis is the association that
promotes, develops and represents
the supply chain for organic, natural
and sustainable products.

lts constant presence in a wide
range of media outlets strengthens
the associated brands among
consumers, expanding the qualified
and competitive insertion of organic
products into the market.

Its efforts includes, among others:

- expanding media presence
» standout presence at major

national trade shows

 advocacy of organic goods before

commerce, industry, and
government agencies

- strategic partnerships
* representation on the boards of

Important institutions

* creation and dissemination of

original content with themes
focused on marketing, science,
research, and innovation

BRA!N

Market intelligence and
strategic research

Brain Inteligéncia Estratégicais a
research and consulting company in
business, with a prominent national
presence in Real Estate Market,
Goods and Services Research and
Business Strategy.

Since 2003, it has been delivering
intelligence to organizations through
tailored advice and a focus on
generating clear and tangible value
for the client.
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(Goals

Conduct a
quantitative
survey to evaluate
the consumption
of organic
products in Brazil

|dentity the
organic
consumers'
profile

Evaluate the
products and
concepts more
associated with
organics

Evaluate the
criteria for
choosing organic
products, such as:
brands, stores,
packaging, among
others

Determine the
willingness to
consume
organics in the
near future



Technical specifications of the survey

Approach

Survey conducted through
personal and individual interviews
using a structured questionnaire
with an average duration of 14
minutes.

Respondents were approached in
areas of high foot traffic.

The interview period was April
19-May 10, 2023.

Universe

Brazilian population, responsible
for the purchase of household
grocery items, aged 18 years or
older, residing in the
municipalities selected for the
sample.

Sample

The survey was conducted in two
rounds, the first one aiming to
show the penetration of organic
products consumption in Brazil. In
this general round, with 1,000
interviews, 360 respondents
declared themselves to be
consumers of organic products.

To dwelve into the details of the
specific group, we conducted a
second round of consultations,
this time focusing only on this
audience, involving 400 organic
consumers from the same
municipalities.

Confidence level
and margin of error

The selected sampleis
statistically significant from the
study universe and reaches a
confidence level of 95%.
Considering a simple random
sample, the estimated margin
of error, is approximately

2.8 percentage points over or
under the overall results.



THE LARGEST FAIR FOR ORGANIC AND
NATURAL PRODUCTS IN LATIN AMERICA

& BIOBRAZILFAIR

BIOFACH 5"

into or ganic

18" INTERNATIONAL TRADE FAIR OF ORGANIC PRODUCTS AND AGROECOLOGY

THE BIO BRAZIL FAIR | BIOFACH AMERICA
LATINA is the largest fair in all of Latin America
and the main business event, world trends and
encourages new buying and consumption habits,
bringing together farmers, rural producer,
industry, retailers, sector professionals, health
professionals and consumers in one place.

DISTRITO ANHEMBI o
SAO PAULO | BRAZIL Francal Feix
1215 zoz‘l s
TO

10AM TO 8PM

finod @biobrazilnaturaltech | #biobrazilfair www.biobrazilfair.com.br
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Have you consumed organic
products in the last 30 days?

36%
VS

2017 2019 2021 2023
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Consumption of organic

products in the last 30 days
By region - Comparison 2023 - 2021

organic
consumers
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or Ejanls BRA!N \. BIOBRAZILFAIR


https://www.mercadodiferente.com.br
https://www.ibd.com.br
https://biobrazilfair.com.br
https://organis.org.br
https://brain.srv.br

Have you consumed organic products in the last six months?

36% yes

last 30 days

10% yes

last six months

46°0

r
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Consumption of organic products in the last 30 days

By social class

Class A . 41%
class B1 e 44%

class BZ e 41%

organic

consumers
class C1 e 38%

class C2 . 34%

class D+E pessssssssssssssssssm 21%
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Consumption of organic products in the last 30 days

Distribution of the 36% who consume organic products by social class

Share of classes in the
overall population
class A 5% e 5%
class BT e 9%
class B2 22% e 14% “
organic
consumers class C1 28% e 21% "
class C2 22% e 21%
class D+E . 29%

r
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Consumption of organic products in the last 30 days
By age group

18-24 . 36%
25-34 . 36%

35-44 —————m———mmmm 33%

organic

consumers 45-54 339

55-65 s 38%

48%

over 65

r
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Consumption of organic products in the last 30days

Distribution of the 36% who consume organic products by age group

organic

consumers

g
orcanis BRAIN

18-24

25-34

35-44

45-54

55-65

over 65

Share of age groups in the overall
population

e 8%

27% s 16%

e 13%

e 10%

e 1%

& BIOBRAZILFAR DI#ERENTE QIMAIBD



The first thing that comes to mind
when hearing about an organic product

multiple answers

organic NoN-organic
consumers consumers
fruits and vegetables s 42% healthy and natural 31%
healthy and natural peessssssss——— 25% fruits and vegetables 29%
health eee———— 22% health 15%
without pesticides m— 11% quality life 14%
nature m 3% without pesticides 1%
quality life mm 3% high price 5%

.
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oroducts compared to

organic
consumers

How do you evaluate the p

ices of organic

100

-organic products?

non-organic
consumers

more expensive e 83%

similar price s 13%

cheaper m 4%

g
organis BRA!N

10%

3%

\.’ BIOBRAZILFAIR

87%

IBD
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For those who consider organic products more expensive:

DO you believe that the price difference
iNn organic products is justified?

for for
organic NnonN-organic
consumers consumers

0176

yes

o .
or@anls BRA!N \. BIOBRAZILFAIR

rationale for those
who answered yes

* production without
nesticides

* product quality

* growing care

* growing cost

* slower farming

* l[ower yields

* healthy product

* production quality

* how the products is
reserved

IBD
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How much ext
to pay foran o

506%

2676

nothing

B organic consumers

NnoN-organic consumers

g |,
organis BRA!N

ad WOU

‘ganic

5/%

C

orodu

yoL

30%

up to 20%

be willing
ct?
13%
0)
| 5% 2% 2%
o
between 20% and 50% above 50%

\.’ BIOBRAZILFAIR

IBD
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s the type of packaging a decisive factor in the purchase?

Looking to buy

products from

companies they care for , for .
about with the type organic non-organic
packaging. consumers consumers

That can be recycled,
returnable or that has

reverse logistics.

yes

That is not harmful to
human health and to O
the environment. O

o .
or@anls BRA!N \’ BIOBRAZILFAIR IBD
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Interest in the topic healthy eating

organic consumers NOoN-organic consumers
very interested essssss—————_— 53% O 27% Q
interested m 2% 5 5 /C> 1% 2 8 /C)
indifferent 1 1% 1%
little interested pssss——————— 38% O 37% O
not interested at all mm 6% 44 /O 34% 7/‘ /C)

o .
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Sources of information on healthy eating

multiple answers

social networking

search engines

TV show

website
specialized blog

diet app

g
organis BRA!N

organic
consumers

s 55%
s 29%

s 12%

mam 8%

m 5%

social networking

search engines

TV show

website
specialized blogs

none

\.’ BIOBRAZILFAIR

non-organic
consumers
46%
21%
14%
3%
10%
IBD
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Know or have heard about
plant based

organic non-organic
consumers consumers
knows well mm 5% 0%
has heard about it s 9% 3%
does not know it s 86% 97%

o .
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Know or have heard about
regenerative agriculture

organic non-organic
consumers consumers
knows well mm 6% 1%
has heard about it s 24% 12%
does not know it s 70% 87%
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Know or have heard about
clean label

organic non-organic
consumers consumers
knows well m 2% 1%
has heard about it s 8% 4%
does not know it s 89% 95%

o .
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Frequency of sustainable actions

often occasionally rarely

18%

concern for green
spaces

22%
sort 14%
trash 13%
buy biodegradable 26% 32%

products

15%

B organic consumers

W non-organic consumers

s’
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Most consumed organic products

multiple answers

greens 57%
fruits e 55%

vegetable s 44%

organic

sugar s 11%
consumers

grains and flours pss— 11%

seeds and nuts s 4%

bottled juices mmm 4%

r
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Most consumed organic greens

multiple answers

lettuce T 67%
kale s 21%

arugula s 17%

organic
consumers

watercress e 15%
broccoli mssm 7%
cauliflower mmm 4%

cabbage mm 3%

o .
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Most consumed organic fruits

multiple answers

GERERERE e
apple e 62%
orange [mmmmmmm—— 22%
grape e 18%

mango e 17%

strawberry s 14%

organic

] °
consumers papaya 13%

pear mmmmman 8%

avocado mmmmmmmm 8%
watermelon mssm 6%
tomato s 6%

guava mmm 5%

o .
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Most consumed organic vegetables

multiple answers

organic
consumers

potato
carrot
tomato
chayote
beetroot
sweet potato
onion
cassava
zucchini

eggplant
pumpkin

g
organis BRA!IN

e 36%

e 32%

e 24%

e 19%

e 10%
e 10%
e 8%
e 8%
e 8%
e 7%

e 5%

\. - BIOBRAZILFAIR

IBD
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Organic products that are harder to find

multiple answers

fruit . 14%
Mmeat e 9%

grains e 6%

organic

e 59
consumers green 5%

vegetables s 4%

strawberry psssssss—— 3%

chicken s 3%

r
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How long have you consumed organic products?

19%

less than 1 year

24%

1-2 years

organic

consumers

43%

over 5 years

14%

3-5years

r
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Reasons to consume organic products

multiple answers

better health s 50%

It's healthier s 48%

organic

consumers
It doens't contain pesticides sssssssss—— 16%

better product quality s 10%

g
organis BRA!N O BIOBRAZILFAR DI#ERENTE QIMAIBD
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Preferred points of purchase for organic products

multiple answers

supermarkets e 54 %
street markets s 49%

exclusive organic stores s 12%

organic

(o)
consumers othe types of commerce s 9%

convenience stores m 2%

apps m 2%

e-commerce website m 1%

5
Oréanls BRA!IN 'O BIOBRAZILFAIR DIFERENTE QIMAIBD


https://www.mercadodiferente.com.br
https://www.ibd.com.br
https://biobrazilfair.com.br
https://organis.org.br
https://brain.srv.br

How often do you purchase organic products in a month

1-2 times s 19%

3-4 times e 34%
organic 5-6 times e 14%

consumers

/-8 times msss—— 6%

27%

more than 8 times

r
oréanls BRAIN O BIOBRAZILFAR DI#ERENTE QIMAIBD


https://www.mercadodiferente.com.br
https://www.ibd.com.br
https://biobrazilfair.com.br
https://organis.org.br
https://brain.srv.br

Preference for how organic products are displayed in the store

1196

along with non-organics

store that sells only
organic products

Q39

Specific section

consumers

r
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Does it matter to you whether or not
it's a local organic product?

VeS
37%

organic

consumers

gle
53%

10%

sometimes
(or indifferent)

g
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How do you identify organic products?

multiple answers

by the packaging
seal or certificate
in specific sections in store

by looks, size, color and aroma (fresh)
organic

consumers
brand, grower or salesperson

are available in specialized stores
research and experience

does not try to know

g
organis BRA!N

6%

6%

m 2%

e 47%

e 39%

e 24%

s 15%

s 1%

'O BIOBRAZILFAIR DI#ERENTE QIMAIBD
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Criteria by which you choose organic products

multiple answers

product ook e 61%
price e 44%
packaging s 24%

nutritional information s 20%

organic
consumers

variety mmmmmmmn 14%
seal mmmmmmmm——" 13%
brand s 13%
referral from friends, family s 13%

doesn't know s 5%

o .
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Brands most associated with organic products

multiple answers

32%

doesn't remember O
doesn't know e 24 % 5 6 /C>
Terra Livre e 14%

Mae Terra s 8%

organic

consumers .
Korin s 4%

Coopernatural s 3%

Native s 3%

Flormel s 3%

5
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DO you know that there is a seal to
certify that a product is really organic?

/8%  76%

/2%
45% ‘ | ‘

< RGANICO
BRASIL

76%

organic
consumers

2017 2019 2021 2023

o .
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DO you agree that there should be a seal
to certify organic products?

90% 89% 89%

s20) |11

organic
consumers

2017 2019 2021 2023

o .
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DO you think products with organic ingredients and
organic products are the same thing?

organic
consumers

196 119%
yes

No

o .
orﬁanls BRA!N \. BIOBRAZILFAIR IBD
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How often do you buy the following products?

often sometimes never

vegetable  43%  DTAs% I 4%
greens|  43% DA 1%

chicken[ " 84% T24% 0 ae2%
rice 3% A% 5%

organic
consumers

coffeel " 2r%  IWe . se%
oliveoil " 26% IS e 3%

s’
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How often do you buy the following products?

organic
consumers

often sometimes never

meat 26% 2% . 5%
granola’25%  DOES2% o 4%
fish 2% T 8% . 48
crackers| | 22% [2ew ! o s

frozengoods| 14%  TIT2e% N s1%
jellies 1296 T 2€% . &%

wine[10% RSt . 6%
premixes 8% 2o 6%
mushrooms ‘5% [0 4€% o 719%

s’
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Average monthly amount spent on organic products

up to R$ 50.00 peeesssssssssssssEsssesmmn 21%

R$ 50.01-R$100.00 s 24%

organic

R$ 100.01-R$150.00 s 8%

consumers

R$ 150.01-R$ 200.00 s 18%

over R$ 200.00 29%

5
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DO you know that in addition to food
there are other organic products?

multiple answers

what organic products
are you aware of?

clothes s 29%

O shampoo s 26%
O cosmetics s 25%

organic

consumers

personal hygiene s 21%
lotions mm 3%

deodorant m 2%

shoes m 2%

o .
orﬁanls BRA!N \. BIOBRAZILFAIR IBD


https://brain.srv.br
https://www.mercadodiferente.com.br
https://www.ibd.com.br
https://biobrazilfair.com.br
https://organis.org.br

Willingness to purchase organic non-tfood products

organic pet
products

organic cleaning

products

organic
consumers .
clothes made with

organic cotton

cosmetic with ingredients
from organic sources

g
organis BRA!IN

high

neither high
nor low low

\. - BIOBRAZILFAIR

45%

43%

46%

47%

IBD
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acess to organic
products in local area

40%  41%

organic
consumers

19%

easy neither easy  difficult
nor difficult

g
organis BRA!N

Distribution and diversity of organic products

degree of difficulty in finding

product variety
38%
34%
28%
easy neither easy  difficult
nor difficult
\.> BIOBRAZILFAIR IBD
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s there a product that you consume or
would consume only if it were organic?

multiple answers

fruit s 12%

vegetable s 9%

greens mammmmmmm 6%

organic

eggs mmmmmmmm 5%
consumers
grains s 5%

meat s 5%

sugar s 4%

r
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s there a type of product that does not make a difference
whether it is organic

multiple answers

fruit s 10%
greens | 9%

rice s 9%

organic

consumers
meat s 8%
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Relationship between veganism and organics consumption
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Reasons why you do not consume more organic products
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Willingness to consume more organic products
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Buying habits

Continuous growth
Compared to the 2021 survey, the number of organic consumers advanced 16%.

The association of organics with fresh vegetables persists

Already present in the other surveys, the strong association of organics with fruits, vegetables
and greens was maintained, reiterating the need to disseminate other food products, such as me
at, milk and derivatives, wines, oils, flours, breakfast cereals, grains and sugar, including in their
industrialized versions.

Health concerns

The fact that it is a healthier option is the main driver for buying organic products for most
consumers.
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Buying habits

Visual stimulation
Most consumers say they recognize organic products by its packaging.

Recognition of the organic seal

The recognition of organic products by the certification seal remained at 39% and is
mentioned by 13% of consumers as an important factor in the purchase decision. It is also
observed that 89% of them, same high level as 2021, agree that the certification seal must

be present on the packaging.

Organic sections make it easy
The need to organize specific sections of organic products at points of sale is increasingly

evident, as mentioned by 83% of respondents.
Today, 24% of consumers claim to identify organics at the point of sale thanks to it being
in a separate section, up from 10% in 2021.
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Looks matter
From 2021 to 2023, the importance of product appearance as a buying factor grew
significantly, as price and packaging continue to be the main factors.

Organic brands
Terra Livre, Mae Terra and Korin continue to be the top of mind brands in the organic
universe, all with an increased consumer recognition compared to 2021.

Availability

Nearest organics
Although they still claim that access to organics is difficult, consumers now are finding it
easier to find the products in their routines.
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Price at times of crisis
The economic uncertainties faced by Brazil in 2021 and 2022 have increased the perception that
organic products are more expensive.

Fair price
Most organic consumers consider that there are good reasons for higher product prices.

The break-even point
The numbers show that the vast majority of consumers consider it reasonable to pay around

20% more for organic products, compared to conventional ones.




Open space for increased consumption

54% of those who declared themselves regular consumers pointed to the price factor as the
main reason for not consuming more organic products. Of these, a significant percentage,
43% of respondents, declare that they are very willing to consume more.

Among non-organic consumers, 13% said they were very willing to start consuming organic.




Sample Profile - General

Social characteristics
organic and
non-organic
consumers

female

male

18-24
25-34
30-44
45-54
55-05
over OO
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Social characteristics
organic
consumers only

female

male

18-24
25-34
30-44
4o-54
55-05
over OO




Sample profile -

Social characteristics
organic and
non-organic
consumers

General

elementary school
hlgh school

college

single
married / civil union
divorced / separated

widower




Sample profile

Social characteristics
organic

elementary school
consumers only

Nigh school

college

single
married / civil union
divorced / separated

widower




Sample profile -

Social characteristics
organic and
non-organic
consumers

General

up to R$1,000.00

R$ 1,000.01to R$ 1,500.00

R$ 1,50101t0 R$ 2,500.00

R$ 2,500.01to R$ 4,000.00
R$ 4,000.01t0 R$ 8,000.00
R$ 8,000.01to R$ 16,000.00
R$ 16,000.01to R$ 29,000.00

over R$ 29.000.00
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consumers only
R$ 1,000.01to R$ 1,500.00
R$ 1,50101t0 R$ 2,500.00
R$ 2,500.01t0 R$ 4,000.00
R$ 4,000.01t0 R$ 8,000.00
R$ 8,000.01t0 R$ 16,000.00

R$ 16,000.01to R$ 29,000.00

over R$ 29,000.00




Sample profile - General

Social characteristics
organic and
non-organic
consumers

salaried
self-employed
civil servant
business owner

freelancer

intern / paid apprentice TN



Sample profile

Social characteristics
organic
consumers only

salaried
self-employed
civil servant
business owner

freelancer

intern / paid apprentice BNV



Sample profile - General

Social characteristics
organic and
non-organic
consumers

class A
class B
class B2
class C1
class C2

class D

class E
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organic
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Sample profile - General

Geographical dispersion -Consumers and non-organic consumers
Southeast 48% S3a0 Paulo | Rio de Janeiro | Belo Horizonte
‘ Northeast 21% Salvador | Recife | Fortaleza

Southl‘S% Porto Alegre | Floriandpolis | Curitiba

Midwest/H% Goiania | Brasilia

North 5% YERER



Sample profile

Geographic dispersion - Organic consumers only

L

South/‘7% Porto Alegre | Florianépolis | Curitiba
Southeast 43% Sao Paulo | Rio de Janeiro | Belo Horizonte
Midwest 9% S EREREEIERIIE

Northeast 28% Salvador | Recife | Fortaleza

North 3% Manaus



Consumer

Research
2023

WWW.0rganis.org.br




